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Abstract

The purpose of this research is to present a content-oriented
interactive marketing model with the approach of customer knowledge
management, while considering the causal, contextual, and
intervening variables (factors) in the country's steel industry based on
the data theory method of the Foundation. In this research, based on
interview tools from experts and senior managers of the steel industry,
98 factors related to content-based marketing and research variables
have been identified, and structures related to each variable have been
presented using open, central, and selective coding methods. In the
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next step, based on the analysis of the data obtained from the
questionnaire, the confirmatory factor analysis method with the PLS
technique was applied. The factor load and combined reliability for
the research variables were calculated to be above 0.4 and 0.7,
respectively. As a result, the validity of each construct related to the
factors, the strategies, and implications of the research model were
approved. Then, using the method of structural equations and
estimation of the final model, causal factors, contextual factors,
customer knowledge management strategy, and intervening factors
were confirmed as the first to fourth most influential on content-based
interactive marketing in the final research model. Finally, while
presenting the research model with optimal overall goodness of fit,
attention is drawn to the effects and consequences of the model,
including: internal and corporate consequences, competitive
advantage, brand experience management, and customer and market
consequences that are suggested.

Introduction

Nowadays, all industries, particularly the steel products industry, are
advancing at a rapid pace. This progress has led to increased
competition for the sale of goods and services, diversification of
brands, and the emergence of challenges for the market and
customers. Interactive, content-based marketing plays a significant
role in establishing long-term relationships with consumers (Behera
Rajat et al., 2024).

On the other hand, interactive marketing has moved away from
traditional marketing and establishes two-way interactions between
the commercial brand and target audiences. Interactive marketing
emphasizes the bilateral relationship between the customer and the
brand (Kuo and Chen, 2023)e This has resulted in a decrease in the
number of customers for steel companies (such as Haft Almas Steel
Holding in this study) compared to competitors who use content
matrix and new digital marketing concepts, as interactive, content-
based marketing is now more widely embraced than classic marketing.
Thus, in this study, the main research issue is to present an interactive,
content-based marketing model with a customer knowledge
management approach in the Haft Almas steel industry.
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Literature Review

Interactive Marketing and Content-Based Interactive Marketing

The content matrix has four areas: entertaining content (one of the
ways to create awareness and maintain audience interest), educational
content (which should answer user questions and educate them,
thereby encouraging customers to use your products and services to
meet their needs and answer their questions), convincing content
(suitable for potential customers who need to evaluate all aspects
before making a purchase), and inspirational content (which
influences customers' emotions to encourage them to take the final
action and make their final purchase decision) (Widya et al., 2021).

Content-Oriented Interactive Marketing and Customer Knowledge
Management Strategy in the Steel Industry

Interactive marketing in the steel industry, like in other industries, can
play a crucial role in enhancing customer communications,
advertising, and sales of steel products. In this context, direct
customer engagement, personalized customer experiences, targeted
advertising, inter-company communications, and improving the
customer experience in the supply chain are some of the advantages of
this approach (Saifollahi & Movahed, 2022).

The Position of Causal, Contextual, and Intervening Factors in
Content-Oriented Interactive Marketing

Causal factors refer to those elements that directly affect the core
category or phenomenon and lead to the occurrence or development of
the central phenomenon. On the other hand, contextual factors in
interactive marketing refer to elements that form the environment and
surrounding conditions, influencing marketing interactions and
consumer behavior (Mahmoudi et al., 2023).

Intervening variables include internal organizational factors,
environmental factors, and brand factors. In fact, intervening
conditions refer to factors that moderate the impact of causal
conditions on content marketing strategy (Emami et al., 2022).

Literature Review
Domestic Literature Review

Mahmoudi et al. (2023), in an article titled "Examining the Role of
Customer Relationship Management in the Relationship between
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Customer Knowledge Management and New Product Development
(Case Study: Industrial Companies Active in the Plastic Sector),"
found that companies should pay special attention to the importance of
customer relationship management in activating the potential of
customer knowledge management and new product development.
Also, Saifollahi and Movahed (2022), in an article titled "General
Management Research: Analyzing the Effect of Customer Knowledge
on Improving Service Quality in the Hospitality Industry with the
Mediating Role of Customer Relationship Management,” believe that,
based on research findings, customer knowledge has a positive and
significant impact on the quality of service in the hospitality industry.
Among the dimensions of customer knowledge, effective
communication is the most influential dimension on service quality.
Customer relationship management also plays a mediating role
between customer knowledge and service quality in the hospitality
industry.

International Literature Review

Kumar Behra et al. (2024), in an article titled "Assessing the Intent to
Adopt Computational Intelligence in Interactive Marketing in E-
Commerce Businesses in India," state that the findings show that deep
learning predicts electronic customer behavior in a changing
environment. This allows electronic customers to compare the features
of similar products. Feng Ku (2023), in an article titled
"Demonstrating the Impact of Brand Marketing Activities on
Facebook Fan Pages on Continuous Engagement Intentions: An S-O-
R Framework Study on Facebook," believes that the more interactive
a brand's marketing activities are on its Facebook fan page, the higher
the perceived experience. Additionally, the perceived experience has a
positive impact on brand fan page attachment. Also, Angela et al.
(2021), in an article titled "A Review of Interactive Digital Marketing:
A Bibliometric Network Analysis of Libraries,” ultimately found that
this study contributes to the field of interactive digital marketing as an
international and interdisciplinary research area.

Methodology

This research, in terms of purpose, is applied-developmental; in terms
of the type of data, it is descriptive; and in terms of the method of
implementation, it is mixed (combined exploratory with a foundation
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data theory approach). The analysis of the questionnaire data from a
sample of 269 people from the community of 900 customers of Haft
Almas Holding products in Tehran (non-repeating customers who
have purchased more than 5 billion Tomans from this company during
the period from 2015 to the end of 2014) was done for factorial
analysis, estimation, and evaluation of the structural equation model
of the research.

Results

In this study, the qualitative findings, based on the analysis of data
collected from interviews, were analyzed according to grounded theory.
Initially, at the micro-analysis level, the data were analyzed through open
coding. Selective coding, based on the results of open coding and axial
coding, is the main stage of theorizing. In this stage, the core category is
systematically related to other categories, and these relationships are
presented within a narrative framework, refining the categories that need
further development and improvement. Given the above, and considering
that content-driven interactive marketing with a knowledge management
approach is identified as the core category, the result of the selective
coding derived from the interviews can be presented in the main text of
the paper.

Then, the abstract model of the research was designed, and in the
final step, its validity was examined and confirmed using confirmatory
factor analysis. This involved determining factor loadings above 0.4 and
reliability above 0.7 for the constructs of each of the causal, contextual,
and intervening variables, the customer knowledge management strategy,
and the outcomes of the research model, as well as testing the goodness
of fit of the estimated structural equations.

Discussion
The results showed that, given the high factor loadings obtained, the
validity of all the constructs (causal factors) was confirmed. The
results indicated that the validity of all constructs was confirmed,
given the high factor loadings obtained. Moreover, the composite
reliability of all these factors, with a value higher than 0.7, and
Cronbach's alpha, was confirmed. Therefore, all identified contextual
factors can be included in the final model of the research.

The results showed that the validity of all constructs was
confirmed due to the high factor loadings obtained. The results
indicated that the wvalidity of all constructs and the composite
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reliability of all these factors, with high factor loadings and composite
reliability values, were confirmed. Thus, all identified strategies
(particularly customer knowledge management) can be included in the
final model of the research.

The validity of all questions in the outcomes section was
confirmed. Finally, based on the aforementioned findings, the content-
driven interactive marketing model, considering various strategies,
especially customer knowledge management strategies, as well as
causal, contextual, and intervening factors for the steel industry in the
country, along with its outcomes, is confirmed.

Keywords: content-oriented interactive marketing, causal variables,
contextual variables, intervening variables, customer knowledge
management, consequences of the model, steel industry.



LTSRN

VYT Ll b

5L @JU

=

VEF/S/YA e

. “Ju

il

AARAVAZAR

ISSN: 2251/8029

elSSN: 2476-602X

(R0 S g Ollae
YA L YOO o ENY 5ol VE oled cpgd 5 oy Jlu

jims.atu.ac.ir
DOI: 10.22054/jims.2024.80867.2925

39 O giho (gild o g 35095 b (ol b 515k S L1y
Vgd Lo

9 Co gl cmlé ;dljjjb Co (5);‘.{: ng:ijb
- |z

el 3T o&tsls ¢ 2S00 5o Medlm doly (s olblas e Sl Gl g

Ol ¢S o

5 s 008 ils ¢ S 5L Sy a0, skl .
- Qi Sha! 3 gaowe
Olj;“\ cdb.@.? ‘d‘y\aﬂ\ Jbl eli.ﬁ‘) ‘U’“'\; J,e_.’.'. A>|3 ‘LSJ"J‘f“““" -

4§J\ng_..,>~ 9o g 0l sls ‘dlfjjb Co pa b})? ULQ{)L‘L»:‘ .
Ol a5 o godhal 33T oils oy 05 Al i

‘ts)lv\.szn})&:A{JiJv“ 0l 4@\?})[; Co e e)jf lsls _ i
Swl ¢le Oy

Ol STl e adhal 315 ol oSl g

e A

A1 o e 3,50 55 Ly smee L pmmen Jolas oL o15L (015 ) ke Jube &51)) Guioss | ok
bl o558 Y Cats 53 Fadslie 5 glae e e (als2) (ol e 03 a5 Llowd 5 0L j2ie
Caxices L)l Ol e 5 Olanaieia | amlzo 1l ulil p ¢Gaioed ol 53 bl o 5L 0303 (5558 B9,
Gl A Sl Jg) 45 gl G (gla it 5 5 e | gime ol 5L L dad e Jale QA Y
lasls oo bl s esins pLS 53l o 1) ize o L S e (glao Sl ¢ ol 5 5 some
Sl S 5 bl s hele JL PLS oSG L b ole o B, 4 caslitn 5 1 ool
slaspaly o Jualse b Lo jnojle o jlasd azesins 5 ambons /Y 5 0/ YL i 5 4 Golod gla i
(ol i e 5 5ol SVslas By 4o e w238 15 b 5 00 Guiios e slactaly
el js ey o Sdslte Julye 5 0L iie 513 Cu pite 5l cglase ) Jolse ¢ e Jolse

sharif58@gmail.com : :J e ol 5



VEOY el | VE a)w|f,>,wdu|wqﬁuoum|wv

. N - .. - . . " . P
Alad 81,8 Al o) g Golod gl e 53 some s el LG s IS 5T el 1!
tdols e glactaly 5 56T @ a5 (ol dm 55 ST 551 0 5SG  Gudiod Joke 1,1 s gy
ol slgiden L 5 O e ladaaly i s 2 Sy ke (BB Lo (S5 5 s slactaly

Sl sla e (slane) Sl paze (e Gla e o pme ime el LG tlae3l g tdS

SV Cao (Jde ladaly OL e Sl g e



Yor | O 5 M ) ol g b Ol iz (515 S ke 5,55 95 b alai (gl 513k Juks &1

4o e
))‘5)}TCL~UJ.~U @ﬂb&)&ﬁQYqup}wJ\d& ‘GL‘”’ u-ﬂl.o.? o‘j)f‘
g st eDlodst 5 LaVIST 555 5 slateas oy )3l ey ol )l 352 U
ol oLkl 0l 0L i 5 550 sl (gl Sl O e 5 ki 0
0s Q@AJQ)_.@\_:Q.LAGY# abaly sloul 55 e S goee | gien 4 g g3
J—EJ)‘J )}_?)dbu_éjﬂjo.\_ﬁnt&tfuéhu\_;j cé:\[}_é QYW d“)‘u\_if
CatS L 035 LETL Ol 5 o 47 6ias g0 g 5 ol Ul 5 ) sgn Ol &6 (Slai
A—ﬂ:)ﬁwb‘j@ww‘)b‘)‘}w |j:>u GLALG 6’\1)‘)’[{)\ oslarw! 4?;:13).}
(Behera Rajat and et al, 2024) s 3 zio g,loly 5 Coldy amasys 5 L, OAd

O Sl b 53 SOl 5 4 S Al i Lo Sl el 5k e B b
Ol ailr 93 adaly an Jalws (oLy5I5L o -5 0 D5 5 obm Olbles b ()l 4
Wl OLblus b L5l (55152 (51 Vgmn A5 06 (55 b )15 ST 5 5 6 2
N8 bLiol (g mta b g o 4 5 035m0 b i o 5 sl ) 0T O 2ie g5 5bay
(Kuo and Chen, 2023) &l 4z § 51,5 Cbliws 5l o i b o8 5 48
A4S oddatls y slal sladle, 5 bl Sb,b o) jo ot Oladss 5y o>
Peltier and et al, ) .uuS" o ¢KaS 0 5 opl 53 L Slidos Glacs p oluls
(2024

Grounded )L;Us;,uijfgjiwjﬁuxfdu,;i@\,s&bau;,)‘w
‘sjtsﬂgjzgé\ﬁﬁutdé.;&s’gu:},&iSc,.wbl:;{an,b;li(Theory
CJL:JJ‘ S 5}—":'6" oslawl GLA‘) ui:)) d‘.’.‘ J}.::Go oalaiwl thk.ﬂ})jﬁ oy Q}A‘j:.l
a5 S S s e B la )55 03 (LS Sl s sn Osel i s

jzb}:gﬁj)u_;‘C;_w‘ouucj_lﬂ.ow“m&)}.@‘f)bd}sudw‘%b



VEOY el | VE o)u|r,>,wdu|wqﬁuoum|m

s 5 me (630 VAPV JLe s | gl 28 T 5 5508 Sk ol 4 pldianelr
s A i o 1 0Ll 5 T i gl i oot 0 Kty ol Obs laukey
Sl iy ol Slm 1y 6,59 Glatila, sl 5 oy il 6,505 01, Kaass,
3018 s ol 1 55 5 sl 51 By 31 51l O Sy i s S
5o baesls (5,575 8 Lol gy .Counl aplas C3La ) Olen oS LS n o3lizal (5,55
Jis &1l & baaslas oo 6 108U 5 fudows b ol 4> Los gl S oslial g, ol
Sl o3 aosls arws &G 3l eslitul b g,y 65 b»ﬁ‘; BB LR - I R = CYTpS I VR
) Jooles L Joas sl 3 680 s o &S5 3 43 ol ST sbas il oo (255
031> 6315 pan i By gl ) Sle Bl OT 28 5kl g ol 53 A8 (b s
.(Cogan and et al, 2023) » ;& s ol

Q&I.wo.s\.é:_w\(a.\.o)49,-}?6.\.9coﬁﬁsq%q@jgcwdlﬁcﬂ\ﬂt{
O jta ils g e 1y ST ¢ gome [gmn Jalad Lo5L 25 5 5528 5Y 53
il Call pde (mlo ol DI 5 kS SI0L e BT Ll pde Cor e
LS 5 0z EalS o g ol cpl aS ol g daTys 2alS codiS ansl o 59
3l gen o le 514 L85 ) o (G o 53 wledl i 6V 5 oK la) (oY b
|some hala (lsl5k 055 ol 5 3 5 gn S gn eolital bz s (ol 15k L enlie
) o3 I sy 5 (5 i il 1SS Ll L aglia 55 5 o
93 0l e 1S Sy e 5,509, L ) s stoms (Juls L )13L Jobe 1,1 (G
3oy 5L 0513 5,5 55 b il o Guinsd ol dlins ol i (63 55 zle
Sl LS| amgs s, oSG sl esls 58 bl (Jolw LIk Jube 1)
40 LSS (gl U doms g 0Ll Ciliimn e 300 (sl 53 01 Stin gy 0 S
Lol 5t Jols gmlalyly e S5 ST plBl (6555 0 95 4 55 0350 GBS0 55
() JK8) il o bataly 5 bas paly ¢ Sl e (glae ¢ e

1. Barney Glaser & Anselm Strauss



Yoo | 0)an 5 M ) @il g b Ol jzie (515 Sy ke 5,55 95 b alai o513k Juks &1

(oml3yl) 3Ly 03l a5 wlal py Goiod pa ge Jobo s la ) S0

s S
s g Julas ol b o el 2b150
S 53 63O VAAY Jl 55 (6 s (5 51k sl Sl ol (lsloL o sede
Ob e bl gy 85,1 5 Lot e (6551 il Ol sy 5 A i)l Sleds lalle Lo
L OT (ol gLl 3l ol (o o5 53 35 VAR Jle s ey 35 5 ol by o5
5 0bie U adaly 4 Osls aadls 5 oy 5 (6,15450 ool g lulis 1T 3 0l e
Ston DAl o (55 sbas (al 03,87 Ly 5 aslr 93 55 6 )3 alal, Olaiisd Ko
5 b oaloml pagie a1y ol gLol5b 5 LS 550 s alaly pl s oy 8
kizne OUT .l 03,57 oy o3 Oladicsd ;05 5 0L 2 b o Sontenn Ll (51|
Cotlos o 40 &S > 5 (63 5 Slalas SO 593 = s (glodnl 355 sba SL,15L
(Kotler & et al, 1999) cul b ,I5L slaaSis 5 0L jziw b bl

P ASTTL el 15k 51 ealinal Oles ¢y pome Tsimen 15k K5 O b )
oy 4b S @Bl )3 el | g o jilo bl L gmmn (Gl 3L 53 ASTG 3 50 (61 g
il e £ a4 e e ol e 5SS 50 L (s e s e 0L ST
3.,\_:.5}36))\)J_,.&-).fjduJ_fsowwvg@wjb&\é\jjb.ajbjg

b e shyls Igmme m 5le LIS ST (6 i i & 3,10 ol e Lil



VEOY el | VE o)u|r5>,wdu|wqﬁuoum|ws

5 AT sl sla iy, 5l ) ovuspf,_w &l gmma 51 LIyl 45 ALSL o
jyg)\oéw‘udbww@ﬁv:&js;ﬁbcuuh"@&)jﬁ-\')d‘j‘)l{gﬂjw
) oS et (gl pmme (L5 031> el LOT V15 5 3L B 358 Lok Solous
MC‘-”";"'}AJ"J"J‘W‘{W‘WL‘ }ALQL )‘6\0-&96‘j|)—>¢&}4
fabob uuw‘dj)g)wr‘.@ﬂé\jwj(.b)bu‘w\?rbow
Widyaet).(JJ,&;.,.:a;ojﬁ-&Lg;.q,s-w,&te%\.\sw_?;l%l:;,u{@

(al, 2021

St 53 0L fmin iils S ke 5 gl 9 H e g Julas 05150

sY 4
35 03 (oor B LS ol b dilen Y 3 S 5 el 2L
LUl el ol 5Haal asals (oY g OV game S92 9 Olds L i L O )
3 S o e Ol cdiadds Olds (s 2ie 4 2 (65l saied O i brﬁw
G DK a5 b il o 58055 p) Gblse Sl el 03 53 (6 pe 25 3 5000
LS a8 s oV 3 s 53 5 gome imme bl gL 15k (S Ol oo
ShoAal asls Sy 5 aalsl g b 5 a3 s cOb i b LU 53 (630 U AS o0
Al g e SV b slalS 5 L e Lgho:\sjdbwaLgbLg))u)!é;a*d;jb
b ST e g HHL Glatl) 5 e 5o 5 AST G L s 5 S e Hsba
4 a8 ol g e s UL ke 55 e 05 6V 0L e 15 e K0
S i 4 25 3 g 9 LaOT Sl 5 5 Lajl zp Sl O j2im L SbLs ) 5 s
;H,gJg;_.ﬂa&t_i,\;p‘._@,L;u)lﬁulu_ﬁ(>J_<w>>,¢t,¢ﬁ\.>,~\>ﬁ@
5 stlcaw) w‘)‘v\fﬁbw}fg*"f‘ﬁd a2 Wl 0L rie L Ol

(\?'\ ‘-1}}0

1. Customer Knowledge Management



VeV | O 5 M ) ol g b OL iz (5315 S ke 5,55 95 b alai (ol y13k Juks &1

s I gma Jalas b5k 5o Sdslie 5 sl (e ol ge oKl
3 o AU (s sty b e Leis Tl ul e SSL (e Jul 5o
SIAIsle o Jalgs ol s oo (asls i) () s oiody dre 5 L f 85 o5
Slaa s Jualse (b 5L 651 el 5 oM ke (X Sy e (GlaSle Jolse
was o JSa5 1y Sl ol i 5 lases &S Lyls 0y Lal (g polie 4 ol oL LI5L s
el (ulin 1 Jols ol 0,E e SU e diS o me HLi, 5 oL LlL SO g
583 5emmn) LBl oo (ames Jolge 5 (LS Comax Jolse bl ¢ Jaes Olabl
OFY O s

Wy Joalse 5 ames sl se ¢ Slojlulg,s Joolse : Jols Falsle gla e
Lyl b (S 2 s o dls SOV else 4 Sl te ol 5 adlg)s Al oo

OVFN O 5 ole) S o s | Vsimma obLl50 351 2l 1, Je

TRIF e

S ety

L Loyl o s (i )y 2 cOlgie b glallin 55 (VP Y) 0LIKa 5 (63 500 =)
L 4 58) e J gae dan 5 5 (6 i Ails Ly s e il 5 (6 2
S pebs Cmatl 0L OS5 o8 Bl 5 (6Saudly tdw 55 b gnio sboS 2
Ao J ez dn 5 g s Sy e sl (5ladled )3 15 (6 iie L L)
as yl 3o g dx 635 g0

(psas S pdos sla g (Ol sie U gladlae 55 (VP Y) s g0 5 @l G Y
Sy e 2ln B L 6)Mbs o Dladst SokS 5500 5 (5 20 10 1 el
S s 3 i s sladsl ulul p aS Wdkiae (g lAlia Caio (g ke L bLS |
ns (8 e I3 sl 5 3,51 13 gme 5 St ST (s i Sleds kS

o S b BTy e ol Slods STy s o M 5T 550 Bl



VEOY el | VE o)u|r5>,wdu|wqﬁuoum|vm

S o ) (ilie B (gl lan s Sladst i (5 e I

b UL bl el daly gy 4 csllia 5 CVYAF) O 5 o ysls Y
mls sl sl Ol s i Jwa )l Oy 4 o see &S Hlie » OT S35 50 5
oot IS 5l 5 ol oL 5L sl e 4S5l OLES Sl 5 0 5e5T 5 ool
5l sbal s 514755 0L s ioman 3503 3 g 5 (6 )lobins Alaly 15 e
op S Ghyls (glasl sl dm 5 gnd Cedl o SYL (6l D slad iy ¢ ol
..\.J“u\.;@O|~U)I€j@}w¢§)wﬁ6)\fj_f\§)aw¢w\

ol &Sy 55l e adaly (Ol sie U (gladlie 53 c(VFRY) 0L 5 Ol e, —F
Saol8is 48 Wiinn (g ihen sudamn Ay 5 L 5 (6520 Ll ok OS5 LokS
Culd) o o 50l &S 55 555l o el 555 CaS Ol g5 Ol (o s )
5 Caldy ot 883 5515 Sl HIAS 5T ses 4y 5 b 5 0L 22
Al sz i b 5 e Dol 5 2 el suae L 5 B s
"J‘Ku‘

Bl sl s S 5 Olpe U glatlin 53 (VW) L oo 5 LS (5 alb -0
S 3 e 55 2SS 5 (sele Bk 6 Ol g Tg) (B3 Be3 5
oolazel o egede 5L ime S5 & Wls e 0l Ol bl uls slaolsy
31l oLy bl dga 5 bl dgn 1 oy b slozel oy 3

J;)‘J&)‘:LMﬁSUo&.&jJSMJL&L&\jWj)b)jmkmwﬁsuw

T Ay
s 3wl aiad oLl Olsse U glatlin 55 oY) 005 51 jle S -
A5l n Ol Ol i 3 g S Syl Jolin 3 olas b1k 53 Slanlowse
3 e & a1y (s S (s rte ) (Gree (S 5L 45 das e Ol Laadly o7
Lo S35 dns o o5l (S S 0L s 4 ) S o g S Jl

.Mwwrﬁ\{b‘guﬂ&yjﬁm



Y54 | 0K 5 i &) Gy onn Ob ik 5315 S s 3,85 95 b ol 150 Juke 415

Slolib glac e o 3T i (il lge b gldlie 53 o2 YF) LS Ko Y
o gl adlas ¢S atun OSHlie Coldal S g b Oy b Silmds 43 i
O b dmis 3 L 65 Lok Sl 4 2 48 Ldims &S g 8 S-O-R
&Sy s o ol mesde ol SYL odd &5 55 4 e (il 5 elai OT &S 5 pd
Sls ke 56 A O b dovis o g p ol

fe s i s L LI5L o 6,0 cOlse b gldllie 3 oY+ YY) 01K 5 Mol =Y
0552 4 anlllan ol ST Ul 55 ol ns LSS aiwlsS S o 54 525
ST s 5 (el (Sl ate) &S Ol siean ol o> (oL 15L
A

rbols oLoL o a5 DNA ST () 4 gldlie 53 o(¥218) b T by g —F
G g5 st S 187 o8l oS sluasil 0dSCsils 1 0l g ALl o8 >
Fin S A8 (oo e L 0 ol (glOBL S 0 L DNA S sl 0L
s oy T Il s X o&ils YL g,lb 4

S (Olabea| o bl glagila, 56 Olge b gladlin 55 «(Y410) .0 yorw —0
Oy s 30 el st 3 OB WSS 8 25 aalllas 1 Alid D5 5 L, L bLs |
(ol Olasar0las b Jalws obsI3L (T o 508 56 5 o 53 0,18, 5168 Liyls 0
S e L ST A8l (63,050 p 5033l 0 9 o S 528 1SS TS e (2ULIL !
ey 35 Olal 4 0T 55 (S5l (5000l 2 5 Sy

5 peis 213k 5 G F 1l (Olsie U sldllas 53 (Y F) O 5 1wl -
Olaaiie 45 Uditme (5L 5 ol ple can LSS oLk Dbyl 5 ol
03135 35 4 Dy (612 42 LSS (L5 DL 5 (el 5 s oL 515L
los ST AW N 5 KIS iomen 5 i 5 o



VEY b | VS o)wlrjéjwdu|WQﬁMQuM|YV~

'R b
S @1 5l Jool o131 505 L5 &) (glamw 55 — (63 )8 cCodn a3l ¢t ol
g3 A 58 o O i (Slanw 5§ Dlidoed ¢ 55 Sl ek 5 Ldr (Lo it L
sl 03l (6555 5,555y b BSLasST (oS 3) aseceT o 2l 0 gou i3l 5 b 5 claosls
(G ¢ 5050 b Lo po 3 gomn sl ity s 4 (e b (o500

5y HLS s Sadstlie 5 gl o Ao Joolse o lalis (o ol )3 10
ay a5 LY i 5o ool ol oloUL S 6l 0L e B1s g e
W.A_;(l_?a\wulm@‘yjécuu)lo\ﬁ.u,wm)‘\,&\~ ol ks
Ob stie 5165 A0+ dmala 3 (6,8 Y98 (5145 god 51 ol dslitin y (slaosls Lo
Sles 0593 (b 4 (61 S5 8 Ol k) g 53 pladl s S lls DY s
Jedows (gl (ilansls by 5 &S 8 ol 5Ol 3,Uke 8 51 i VEY OLL 11D
=552 LISREL 155l 5 eSS 4 gl SVl Jde U5l 5 medsd ¢ le
ot |y b Jele Jodos 355 0105 o 1l 5 ol S a5 608 S
315 plowil gia 3l ioman 5 (SC3S

Laaisl
S sLesly Jlow

s caLaas ot ig)sTs 8 glaesls Jdow o it A4S glaanl jtass opl o
Sl o 53 1l o g ol 53 .28 8 515 Jdont g 5o 3 50 3L 0303 4 5l
j‘@‘ﬁ:‘ﬂ\ﬁuﬁw.@;‘)\}&b&J)}ALAaJ\Jc‘jL{Lg‘)\.:\fJ.{Q‘)yd.f:ﬁ
O.D"_f‘f‘}ﬁ‘%[zjj‘&y‘}iﬁd‘.-a\.i};r:k:é)j}wL;)‘fv\gdju\q-)J}ﬁch.w
g oo b Saad she plal 5 Ljls 13 5 alo e eoalie 4 S (6 5YL mlam s
Pl Gl claosls (e 55 okl 03 5,8 & pealls olad | Al 1 ey Al sl o

.:_,A}L;B;:}\L;)\J\f.\fq

1. Mthodology



WA | O 5 M 6 ) ol g b Ol i (5315 S ke 5,55 95 b alai (ol 513k Juks &1

ol Al o 5y gome IS 5 5L (5,188 2 bl sl s
J@)LMJ}.ZJJQ:A{V\.:.a(alléiJg.iQl)é)}md}bﬁ%j@\q.@\éjbﬁqﬁ
534S 1y ol sie 503, S Sl Calg, &S Sl 3 1y Ll OT 5 el
Sl anar gLy S ol s Colie LS o Pl iyl 51 (6 iy dna s
At Ol 55 oo (0 s ad s O iy Als Sy a5 S0 55 b e el L5150
303 &)l 5 s Sy st |y alias I ol sl gl 0808

SANEUS il Gudos Jike gladely 5 s pualy o5y gm0 algin « ol ge laosle .\ Jgd
s

mdlio =P Sbdsie kol Shdgio
Sl glacsle g

ISP
EAER Y

S s 5 S5

Sleibe Jolse

Ly e
Ly 03 905 plae

Ly By Cuje S

S e 4 25 3 e e Jolse

S e s S

Sole (6 i
Ob e Culsy il 3l

Oledst (65l sazed

& ia Oliabl 2ol 580

555 5y G

Lgﬁjul}ﬁlg;xhb&sjunlﬁ&l}l): Ly g5l

Sl 51 el gl

S5 b - Sl Jolyo




VEOY el | VE a)w|f,>,c~..gdu|wqﬁ.\»ouuu|wv

adlao

=P Sbdgie

Lol sbdlaio

Sl b

ey 5 Jle ct.a

Slil pbe

bbb mbe

58 mbe

o obs

u;la._au ‘sl.hui\j\jé

s 5l S oy

o e LB

kel L

ol okl

Sl LB

u’:a'-l.‘..i:w_ > ‘gl.aﬁk.n

@bl sl e

Sk, sla e

G Sorar ol

cuﬁ:bsﬂs&t.’mb}lﬁ

Sl 53,5 25 a5 Al 4 5L

)ﬂ&n)bww‘

lal bl 528

aur;ﬂd‘j’u

ST

oS deline 6\‘,:74

orSpldl Sl e

s | gme (dalss b 515L

SO s

lile slag ! zal

Slojle skl

il

swile glacsla

lilelgys Julse

Sldslde ol 5o

Ly Ly ‘_gaL?T

Ly Jelse




WY O 5 M 6l Sl g b Ol iz (515 S ke 5,50 95 b el (ol 513k Juks &1

medlio =P Sbdgie ol sbUgao

Olsaolas Slals

6ozl bow
26, s N

ol Ka s 5 Ssb- polw L

3l

Sleds Ol

e

J games
Sl

SboL sl
a3

324
S dalsE

3l (6594l

Las ol y

S JeW 5 Gl s seas
S ST
aosls J.:la.':

Sl o5

C\". S Sy e

SR

ula_j:..’;.n u.':.;‘b Lo E) g...ms

Ol 2 sl 5 sl

SleMbl 6,5k slacslo

S RIS Ly e

Ol i il Jlast 5 b5

s

S e =B sl !

wm el




VEOY el | VE a)w|f,>,wdu|wqﬁuoum|vw

medlio =P Sbdgie ho! Sdlgio
BN 150 e

.. ) - bbb essTs
o375 5§ a5 5 65T 5 51 S pte 5>

bl 5 s

S50 3 g

Sl gl 2 S s s sl
st S 5 )

Sl Sl gl 3les ladtaly

L )yl Sleds

il Gl b
Comd gn Gl

ol uﬂ"’ CLA

ELPRSgS

Ly o s 53 Jals 4 5 523

Ly i 4y i (1SS )

238 GBS 3 0L i s 3l eslizal NP

Ly (o2 42 35

Ob i el adely

Ol 2ie g laley Sk 5 O e glackely

LS5 S g dr

o Sl Olial Gase

LSLL;)iW}Cj;ACJﬂ

&wéuag:@u
S 5 53 U 5 5 4l (1) o5las S Gillae 1) G 65381 Ja 0155 o0 L5
Gl SVslae eadw 5 gl ele dol pg, oSS 1, 0T Slael 5 Comen

D gas o) g GRS



o O 5 M 6l Gl g b Ol jzie (EI5 S ke 3,55 95 b el o513k Juks &1

Gl osls 3 S5, wlol &S slaesls Jdow 9 5) Gotod SR de Y JSS

(sl ale Jos 3g,) (bl oo
45 g0 S liST oy o e 3y b Sl el 03 e ol g (sl el ks 1 )3
e Jolse sl ole oo (gl G 5500 o LT oS e 15 6,8
G (pl alidn p SV 1 (b B s (e ol ge e gl Ssd s
(1) o et I3 55 KMO-Bartlett & o7 51 Jol sl W55 5 sy g
50355 (6,5 45 sas Lo liS KLy KMO 6,LeT +/0 1 iy Sldie wel o o3l OLiS
(shels e 05 5 nlin 0uins0LES 55 Sl L 5031 (610 (/00 0) Lo Oliabol ek
sde ol s (/80 bl s KMO 0 ga5T Sliie Guies ol 53 45T il e szl 55 40

ele Jdow sl ol gl (Ao ol se o5l 4 b gy e (glaosls ol a5 oas(lis



VEOY el | VE o)w|r5>,wdu|wqﬁuoum|vvs

J;&I,;ﬂs;.aw,\e C)_,Aﬂa\gr.;j.\‘ Jad>

Sl

LR (KMO) (55 4905 s o yo
YYEY/1Y4 SsSl g8
yor @337 4 s Sk 0sa5T
e &olatiaa slael

G laasl o

Jeol e s ol Jgl s o sl Jole Jodows 31 o Julse slael ) g
L 5l 5 ol (6 e (b p o e Sl felse wlie os = F lyls (e
4SS odeT s sele L YL lajlaie 4 ax g L sls Ol @\:5 el J5w VWYL

OTH Slie o (i)l 1,3 (+/40) 31 1207 (6 labinn gelaws 53 5 A8l o +/F 51 2t

SV olas lao sl Hlel (i 01y oAbl o i V/4F Gllae ,u5 )
(F 57 oslads (sla JS8) 35 g0 B (e Julso 4 b3y o (sl o)

Jolse ol aer (oS 5 UL (1) ool Jsr 53 o gl el (s

o Jelse sl sl Jole fow s X Jpus

1Y 3 sy gL SWT | <IY Sl )3 o 5 2bl | AVE20.5 g
A\ Y G Slile Jal e
Al /Y4 /27 Lyl e
% /AN Y Golde ( Ria
V%2 “IAY 3y L g5l

Loy A0 Ol ck.w Gatos glaasl o



YWY O 5 M 6 ) ol g b Ol iz (515 S ke 5,50 95 b alai (ol 513k Juks &1

(Lhale 5L) 3 kil yl o S 5o e Jalge (6 Seslail Joe ¥ S

5 5 e N simen Jolad LIk slas ety S abtIde glane Julse olasl g
o 81 4T el e Jalge b oo o 4t (s Jute (slaaly
3 e 48 eda sy ale 5L VL (gla e 4 s 5 b 3ls O ol 35 3] 5]
RN oTt,l.uuW‘.ﬁ)\;,\}(~/~a))'\);‘.§‘_;)|;t,.acb,~,sjml{@ /¥
ol o b e OV elad slaole el (i O 5 oo kil o i V/4F Gllas
2l bl e 355 o Al G o551 ke laikaly 55 5 Was poaly ¢ Julge
IV GV e g a5 L Jalse pl dan o5 ST GWT 5 (oS 5 oLl a0 sesT
Jis gl ole Jdows gy bl o opl ol 6255 515 aul 5y 5e s o Ls

.C.éf)‘}dﬁ%))}ﬁ‘)ﬁbﬁﬁb‘)@}\ o)MJgJQ)}‘aMKMLf\Jﬁ



VEOY el | VE o)u|r5>,wdu|wqﬁuoum|vw

(Gohsban) t jalas Il 53 o ol ge (5 ,Se5l00 Jue £ IS

Geiows (g bl SVslas Jde Oga3l g cpmesies
Sl 2, 4 (ol S¥lan b e SGSS 3l oslinal b i (on spie Je
Jie aslsl 55 ol ol T g & slasl o3lizals ) sa 5l 3lp 5 s 0505T (G Sl gdis
Syl edssyllilial ol s STl 3 5 0T (gl de U (g lsline Sl y5 tagis
sl 0T ( 50) o)l JKEI )3 Js 33l 33 8 s
.u;@ou;\)u);acig_,ugwbuug._xu);\)du(mwmp
o 53 (LT daly 45 Clime (p s (AL S22 V/AF Gllae 505 1 i Hlie sl
Ol odaT sty (5 plie S, 558 oo Gt Lo ;340 Jilis Oluabsl 5 (5515l
Lolgy ol ameys o L V/AF 51 i jldie L B65 Lailg ) de gazes 5145 das s

leL&JRZﬁ:Lb(O)c)k_&J.iJ@@jg.ﬁgdﬁtwﬁ‘\b N



TVA | 01K 5 i &) G g nn Ob ik 5315 S s 3,85 9 b ol b 515 Juke &1

sbme ,lie ((GOF Hlre) (JS™ ide 5510 bl laslns a)ls Jibe clis 551

:b:j?u.n

JAveR2 x (Ave of communalities)

slojLu Ave R2 50540l a S1os 1j;Luw$L»mew$L»4§L5)}be
YDA (B Jse b e 45 Aad o OLES (553 U e b Slhes ame .ol Ja (51500953
L gte (Cand p3lie Ol sieds a5 /¥ 50 /YD ¢ /0) Hldie dw 4 4> 55 L 4oy ol
S Jiie o gze 5l 51 0L /Y08 J e 5 Sl 0k S ,2e GOF (sl .58 5
it 03,5 e 6l 48 Gl (HLae R2 L end 6 st la (bbb 51l
SIOLE 555y 0 J a0 okt le SYslas ladde (gl lu i 5 6,5 o5l
JSs a5 Ll 50, peite &S5 s 500 5 peite &S5 3T 51 0L &7 5505 6,250

3,05 Jde Cnlie 551 51O R2 sl (0) ol s

N%‘ﬂﬁ)éﬁdb)éd}%b&&ébd# .OJS-':

sl d.i.!nTJ,u lac
0249

3 s slaraly
i

Dgz"ﬂ
5 sl laasle

0767 S

- i
il 110 Q.70 5 045 7 48T S0
bl

0.609-

sl 41;1;», Jalse

0.145 0.581 0739 0692

ééé

s 4buL Jal, v""“ R ) sl ool Sjslsi

0432 0473 0.42

e J"'ﬂ‘ i Jalse whs Jalge



VEY b | VS ejwlrjzjwdulqu{MwalVA'

3wl 487 das e 0L 3 il Col b Sl 55 oo Jie 5 (9) o)l IS
et g s Al man K ASS  La0T S0 5 s e Sl s lie (g (6 sLne

RGN RO VR R IR (PRI R S

6)‘}&# b.‘f.‘j‘b GJ:""‘:): ‘_;Lg CJL’ BL 6)&5“ QYJL&G JJ-G .\ JS.:I

Hu,, Jlasdl g0 3 7!13 535 Lﬁ‘g*ﬁ Blse
woilajlas Jolge

12782 ol aisa) Jalpe

3859
0‘12214
13.010
iy Cupsle
10.680
ole dalge sl alsl Jul}c
0/10072

Sllo lie

a-vhn -u_umwmmm@ ,,|719?"’ A e

5019
Lo fualy

12 218 19189 17244

5l alsigs Jol v“" L"J“" Ll sl il iyl Sglyd

8076 T.756 8.09°

B 5 wollas slansly
iy sl welalss

P Jolos §
Ugujlu_',l,.. iy Jolas o lalsc

a5 4yl 3 b 4l Jeole s 015 e
Jolse s slinal Jsl a5 e ol Jole oo 51 e Jolse slasl gy p S =)
Ky 65l 5 Sl (6 e i T ke ¢ Slojlu Julge ulie o35 F glyls (e
Slzel etaTomse Jole 5l (VU (sla e 4 4 5 L sl Ol gyl ool 15 WV
o=l aen S 5 UL s :}_w@.\_ab(dbt}.nb.c)u‘ﬂy@b slas il
SRR Flis S Gl 55 5 asls ol oV YL Jlie 4 a5 b Julse



YAV | Oy Kan 5 i 61 S g e Ob ik (5315 S s 3,85 9 b ol b 150 Juke 1)

) s i ol S 55 1y 0ds Ll o folge alad 015 oa 1023 S
.3 g5 Ll ok

ol s eslial Jgl a5 e b Jole o 31 (glan) ol se slael gy p g =Y
Cma- J_a\}c el ‘Ls“b?>“ ql_..:a.b\ (a.k_p 4@\..'..: u,»\_._.z.a 03,5 0 lyls uﬂ@.&
ol L YU (laslie 4 amr 5 L sl 0L s ool J1gn Yo b Jaome 5 5l
ua*“\.a.é‘f;f &EL&W)}&@ .Lii] C)‘y‘}w LSALQJ Lgl.d:a)l.w )LS.C«\ a.LATC_MAJé\.f
Al e s S T 55 5 Las L ol IV (VL e 4 a5 b ol
g b3 ik 5l 65K 31y eds Lam! laa Jal g oales Ol 5 oo MU .23 S
.3 g0 Ll cé:bd (J‘.’.‘

s esliwl Jol a5 e il b Jole Jow 31 Salstlie ol ge jlael ) g Y
VL e Julge 9 L Jelse ¢ Slejlu0s)s Julse ulie 03 2 ¥ (sls wlie ()
ool szl odaTomwsay ale b YU (slaldie & 4 5 L 515 OLES 5 .ol
Sis i a5 L Jalse ol aas (oS 5 oL men 558 o0 T DV ol
ol Ol o e 8 51,5 a0 5 5e (L ST SWT 555 pasla ol /Y VL
3305 Bl (3ot ol g b sn e o lg (8 53 15 0k Lam| Salslke Julye
ol oslizal Jyl a5 e ol sle Judows 515 maly Julse lasl ) p g ¥
kS Sy s ¢ L3 AT ¢ Gladl mlie s e 03 5 7 (5Tl olido
bl sl esli oke ] S Sele UYL lajliie s a5 L sls Ol @Lﬁ
Aba) e ol g nn oS5 2L s oSl oloS Jlael 3 5 4t s S 5 oS S
SIS Sy e o paasta) ol Luas| glas paly aalad Olss o 103 5 415
3508 Blod (i 1 g s pn ke olg (58U 55 (O e

e ol s eslinl Jgl a5 e ol ele ow 1 ladaly Hlasl ) g =0

cu\._sjfd._{ﬁdL,..ijiu\_aQ@UJ@_}AcéJ_ﬁ)&béUMEU»@OJPOLgb‘:



VEOY el | VE o)u|r,>,wdu|wqﬁuoum|mv

Sl S gbas Sl J g Yo b ol 5 Slles gladely 5 5L 5 OL 2o sladaly
ol aer (S 5 2Ll e 5 B lalely 4 b e e SV il
3 bay e (i Lss S GUIT 555 Gl ol /Y VL lie & 4 5 L el o
a3 o OLES Guios e 3 0dd 4 sladely .(0-0) o et J g .25 S

5o 4o @l e SValas b Jube &SUSS Sl eslinal U sy (oo spie Jole =7
S e Lo gie 5150t /YOR Hliie s a5 b ds 5T S Dol s JBlus
s i 53 AS CTl s bl SVslas Jde w28 8 15 Aol s g
53 VA SYF /Y sliae 85Ul i U las sl 5 slate o e Jul g el oo
a3 BU N L Salslie Jalge S ol 5105 15 p s I ! Kl
A58 ol ke

a5 Ly e e (aled ol ke Ol 5o S TG 6 35050 4 4 5 b s -V
PS5 A 53U 5 5 0L e (1S Sy e s pal) o s Calibes slas a4
e Sails jl oan ) 5558 SV o (sl S le 5 glain e Julpe
303 ol 0T (ladaly Lol an (uledl a6V 56

i odalie (6,108 5T 5 Lol Cusgdoue Gaiss plil 53 —A

Bl 2 e glsleiy

b SLl ) laslgiin (G Sl ol mli 4 e g L

e 53 5VL 5 lsline s ol S 1 e Jalge Jsl ol b -
Jolse (@ i a5 O SV B Catio 3 0k ol ) e e el b1
5 23S s B, Glle slacs bl 5) Slele Jalse ol
Flete (Y pame CoiS (DY pame Coad) Sy Sy e ()1 ad 5 S
ot (e a2 3 ) (oM (e (K (B Suje ST Ly 0550
el 3 Sleds (g5l saied (0L in Culs )y Jasl 5l mie (R S cla L

L5l &G (g3lmosly (U1 3 &5 i) il 3D & 651 el 5 (6 2 Oliabs!



YAV | O1)San 5 M 6 ) b g b Ol e (5315 ke 5,50 95 b alai (ol 513k Juks &1

335 o slgin (G5l 51 2ml 9l 5 (305400

b dies 53 Jblas s sl S Sl slaie sl se p o Ml bl -
el Joelse (ml g he 4 5 0538 S B Cato 3 0l ol e g ol
3 bl mlie (Sleile s (sl 5 Il mlis ¢ Glail e ¢ (S35 wbe) mlio
S S a5 e Lol (ame oL g) (Jasme Olabl pde (556 mlis
(gl bl 5 (L5 Cehl e olad Cobl ey e ) b o aoes
la e 5 (oLl (Sla pite (o lh e (Sla i) (25Ul Comer ol se
35 paads 5 A 4 S mles S b 68 s Spls) asme 5 ()b,
sty (plam! Sladas 328 5 508 mlaw 53 Caio Cmal ¢ Slail (65
.bb;@

23 3l sl oo I a3 (slas al p s oSl il Y
Ol i a5 58 Y B Lo 3 0dd Blg e e el L5150 e
o3 el (Dot Ol o 5 sl 25 50T) (Gl wlin o ppida 2 Jald ol g
el S S e (S5 Malsd s s s (Il Sale pae (ad)
o 5 Lneals ol (o ST 3 (s Jolas 5 (53l 5o €82, (52l )
5 oS (1 Ob e Sl Cole 5 olelild) (g mhe EI Co e (g 5 S5l
5 ledbl oyl sl ) 5 0L de gl m 3500 slowl Ol i 1> Lais
355 03 plad) (2B Sbag 1l (0L i &S )lie 0L zie Eils sl 5 oL
563755 31 Cu pde &5 3 M Sb,I5L aes) SLoIL 55T 5 5 (au s SRals
355 o lgig (53T 5 51 6 2 &S 5

|y olas ol l3l 55 sladstite foal go A8 51 el o lgr 4l Kol ol —F
ssoee | gmmme (Jalad L L dus 53 Jhalims s o oo G (pl )5 ) e
Slilwdgys Jolge t Jula Jslse ml ay i a5 () 528 SV 9 Lo j30dd Sl
(Sl lacslan 5 5 SlojlaweKin 5 Slojlaw ksl ¢ Slojlu (slacg 351 ul)



VEOY el | VE o)u|r,>,wdu|wqﬁuoum|mf

(53l Lama) aos Jalge 5 (Dlasa0las Slicks 5 L5 215 5 AET) Ly ol o

338 o sl (ool (Kin p Laoms 5 556~ b Laoms ¢ 265 Laoms
Jie gladaly 5 50T @ a5 codaasl )l olg Jbe ST 551 055G b Lulul -0
(Sl mlon 3 g ¢ (omd 5n 3 5 5oLl 5 5g) (S0 5 s sladely s
Sleds) b8y oo (Glsbo (GOalsd 5310 5 Coeg i S 5 (24 3 250
.ujuﬁ;qx#c(é,wtgu@u,@yéucmlj Sl plis ki)
Slealial (5 a4 25 NS ST S8l 4 25 o g 3 ol 4 Gy 555)
(D 3 a2l 35y 9 A e 3 g ¢ o5 58 SIS 55 O 2l 215
5 St e drn 59 0L e (651565 0L ke e LB ) HIL 5 O e sladkaly
S s 5 8l Db Slial Gasd) ol 5 Slles sladely 5 G5k

.::;@JM(&U)\WJdacQ&ﬂQ&L;)‘

‘}J’I Slagss gl p laslgly

popie o a5 b Ol on o Lgome (ol (ol )15 4 g o Ble 1) Gotod o) Y
2315650 el o Ll 5 on 5 odim ae Yoo ¥ L 5" (Gamification) (s ;le,l s 3b
1313 bl S )50 58 sl Gileand 5 o LG (Rl Gl i

5 Fsman Fan ol a a5 L Ok rhe (Bl Sy pde JUST )3 Ll g oe Gl Y
s baisn ol oLl Al B s (e Glauiie L HUST )3 55 (ghlad e

@’u« oo
J‘)\u\:wbuﬂ)w M}?@ADM};
ORCID
Hossein Vahidi Iry Sofla http://orcid.org/0009-0001-8540-4877
Mahmoud Ahmadi Sharif http://orcid.org/0000-0002-6375-4665
Mohammad Nasrolahnia http://orcid.org/0000-0002-8767-9815

Peyman Ghafari Ashtiani http://orcid.org/0000-0003-1775-2287



YAS | 01y 5 M 6 ) b g b Ol e (315 ke 5,55 95 b alai (ol 513k Juks &1

Gl:u

S ey 2 OV Y) 513 g (6 lade o33tz 5 OFalST Kb s y5l (53 505w )
Aol J s dan 5 5 (6 e SIS e bl 53 6 2R L BT ke
A e 4 S St 53 I o SaS 1R 4se))
doi:  81-118. MA-AV: e (YY SL Wi le i Floygs ¢ Jlojl
20.1001.1.26454262.1402.6.3.3.8

St SladyLig oLl (VF 1) LISl e 5 ol g (6 s LS ol Y
YN 095 (LS (sla ey e T Sla)S 58 s &l 2t S 51l
NANY o o OFY e g By, e Y gL oyl 5 oyl
[d0i:10.22034/BS.2022.560592.2620

S 35 o (St IS S ot (VP4 Y) LS jdeses dw A 50 5 0l gl e X
Sy i i i L BLISICy pie (il A8 1 )l Lo Dlads
doi: 155-178. 10.22111/\VA-100:Colovies O slads (VD205 33 ¢ oo gk S ko
JMR.2021.38250.5456.

ol e o e ed ) M L LL el C(VYAS) ey T (65 5 ik SIS F
AN oo ds b e O 6

Ot Al ko <YV LS e Ol 5 (e (mbio chizme LIS A0 ol Oy O
233 zme o S dab g (g e Lol el B S )0 L dS el s STy )
Vo000 oo Y o )led ¥ oygn S L o pede dles (31 g5 (Slo s laolSisi 5 3
2012.28613 doi: 55-70. 10.22059/JIBM.

) (s p 035 (Bl sle 2t S ST V) Lggn (e 5 3 LS 2L P
SlrolBlis 3 oS 5 e 5L, 3,5 1 (o smade AL (oo 5 ) (s
doi: (VAN Oliwe)) YA oy (o pols) Kin g aolilzs i it O g5 il jola
com/p1294815 https://www.magiran.

el 250 bl Lol oty s C(VFAE) (& oysls 5 dame b S usls ¥
e3leasl Ml w258 ¢ o )| D5 4 o gae &S 5Lk o 0T G55 50
https:/MWW.Sid.ir/paper/ ¥ o)l o) o553 ¢ o/ il &Kon 5 5 o ko
823255/fa.



VEOY el | VE o)u|r5>,wdu|wqﬁuoum|ms

a5 .J,NW~L;,,§,J bbb s 5l COYAY) 01 S5 5 STg oo JiosT A

B sla s 5510l g 6l sasls 5 ol el dases A

References

9. Anjala, S. K., Dwivedi, Y. K., Bindu, N., & Satheesh Kumar, K. (2021).
A broad overview of interactive digital marketing: A bibliometric
network analysis. Journal of Business Research, 131, 183-
195.https://doi.org/ 10.1016/j. jbusres. 2021.01.061

10.Atmaja, B. S., Susilo, A., & Budi, L. (2016). The effect of brand DNA on
interactive marketing: Perspective of junior lecturers from the Faculty
of Economics of a Catholic University. Procedia - Social and
Behavioral Sciences, 224, 459-466. https://doi.org/10.1016 /j. sbspro.
2016.05.456.

11.Behera Rajat, K., Bala, P. K., & Rana, N. P. (2024). Assessing the
intention to adopt computational intelligence in interactive marketing.
Journal of Retailing and Consumer Services, 78, 103765.
https://doi.org/10.1016/j.jretconser.2023.103765.

12.Billy Surya Atmaja, S., Susilo, A., & Budi, L. (2016). The effect of brand
DNA on interactive marketing: Perspective of junior lecturers from
the Faculty of Economics of a Catholic University. Procedia - Social
and Behavioral Sciences, 224, 459-466.
https://doi.org/10.1016/j.sbspro.2016.05.441

13.Boerman, S. C., Kruikemeier, S., & Zuiderveen Borgesius, F. J. (2017).
Online behavioral advertising: A literature review and research
agenda. Journal of Advertising, 46(3), 363-376.
https://doi.org/10.1080 /00913367.2017.1339361.

14.Brockmann, E. N., & Anthony, W. P. (2022). Tacit knowledge and
strategic decision-making. Group & Organization Management,
27(4), 436-455. https://doi.org/10.1177/1059601104264004.

15.Cogan, L. S., Schmidt, W. H., & Guo, S. (2023). Using institutional data
and messages on social media to predict the career decisions of
university students: A data-driven approach. Education and
Information Technologies, 28(3), 1405-1423.
https://doi.org/10.1007/s10639-022-11092-7

16.Czarnecka, B., & Mogaji, E. (2019). How are we tempted into debt?
Emotional appeals in loan advertisements in UK newspapers.
International Journal of Bank Marketing, 38(3), 756-776.
https://doi.org/10.1108/1JBM-07-2018-0183.

17.Foushai, A., & Kozimski, J. (2019). Marketing managers in the age of
Al: A multiple-case study of B2C firms. Retrieved from.
https://www.diva-portal.org/smash/get/diva2:1333578/FULLTEXTO01



YAV | O1)an 5 M 6 ) b g bun Ol e (5315 ke 5,50 95 b alai (ol 513k Juks &1

.pdf.

18.Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects
of social media on emotions, brand relationship quality, and word of
mouth: An empirical study of music festival attendees. Tourism
Management, 23(2), 75-98. https://doi.org/10.1016/j. tourman.2015.
03.009.

19.Kumar Behera, R., Bala, P. K., & Rana, N. P. (2024). Assessing the
intention to adopt computational intelligence in interactive marketing.
Journal of Retailing and Consumer Services, 78, 103765.
https://doi.org/10.1016 /j. jretconser.2023.103765.

20.Kumar, V., Rajan, B., Venkatesan, R., & Lecinski, J. (2019).
Understanding the role of artificial intelligence in personalized
engagement marketing. California Management Review, 61(4), 135-
155. https://doi.org/10. 1177/ 0008125619869177.

21.Kuo, Y.-F., & Chen, F.-L. (2023). The effect of interactivity of brands’
marketing activities on Facebook fan pages on continuous
participation intentions: An S-O-R framework study. Journal of
Retailing and Consumer Services, 74, 103446. https://doi.org/10.1016
/j.jretconser. 2023.103446.

22.Leyuod, S., Stankovska, A., & Efremova, T. (2018). Artificial
intelligence and marketing. Entrepreneurship, 6(2), 298-304.
https://doi.org/10.1515/ entm -2018-0021.

23.Paramita, W., Huynh Ba Chan Nhu, Liem Viet Ngo, Quan Ha Minh Tran,
& Gregory, G. (2021). Brand experience and consumers' social
interactive engagement with brand page: An integrated-marketing
perspective. Journal of Retailing and Consumer Services, 62, 102611.
https://doi.org/10.1016/j.jretconser.2021.102611.

24.Peltier, J.W., Dahl, AJ., Drury, L., & Khan, T. (2024). "Cutting-edge
research in social media and interactive marketing: a review and
research agenda." Journal of Research in Interactive Marketing. doi:
10.1108/JRIM-02-2024-0074.

25.Rabin, J. (2019). Towards ethical financial innovation and inclusion:
Implications of Al targeting on vulnerable individuals seeking payday
loans. Presented at FinTech, Artificial Intelligence and the Law
Conference, Liverpool John Moores University. Available at
https://gala.gre.ac.uk/id/eprint/26150.

26.Simon, H., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects
of social media on emotions, brand relationship quality, and word of
mouth: An empirical study of music festival attendees. Tourism
Management, 23(2), 75-98. https://doi.org/10.1016/
j.tourman.2015.03.0009.

27.Walker, C. O., & O'Reilly, C. S. (2004). Marketing strategy: A decision-



VEOY el | VE o)u|r5>,wdu|wqﬁuoum|vM

oriented approach. S. M. Erabi & D. Izadi (Trans.). Tehran: Cultural
Research Office.

28.Widya Paramita, H., Huynh Ba Chan Nhu, Liem Viet Ngo, Quan Ha
Minh Tran, & Gregory, G. (2021). Brand experience and consumers'
social interactive engagement with brand page: An integrated-
marketing perspective. Journal of Retailing and Consumer
Services,62,102611.https://doi.org/10.1016/j. jretconser. 2021.102611

29.Ying-Feng Kuo, & Fei-Lung Chen. (2023). The effect of interactivity of
brands’ marketing activities on Facebook fan pages on continuous
participation intentions: An S-O-R framework study. Journal of
Retailing and Consumer  Services, 74, 103446. https:
//doi.org/10.1016/j.jretconser.2023.103446

References [In Persian]

1. Dadras, Leila; Feyzi, Mohammad, and Dadras, Taghi. (2015).
"Examining the Interactive Relationship of Political Marketing
Dimensions and Its Weighted Impact on Public Participation of
Ardabil  Citizens," International Conference on Economy,
Management, and Iranian Islamic Culture, Volume: 1, Issue: 2. Doi:
https://www.sid.ir/paper/ 823255/fa. (In persian).

2. Emami, Kamelia; Kheiri, Bahram, and Momeni, Mandana. (2023).
"ldentifying Antecedents of Comprehensive Strategic Marketing
Planning in Online Businesses," Commercial Studies, Volume 21,
Number 120 - Serial Number 120. August and September 2023, pp.
117-148. doi: 10.22034/BS.2022.560592.2620. (In persian).

3. Kotler, Philip, and Armstrong, Gary. (2010). Principles of Marketing,
Volume I, Translator: Mehdi Zare, Tehran: Modir-e-Farda, pp. 8-11.
(In persian).

4. Mahmoodi, Edris; Sarhangi, Kamran, and Mohammadzadeh Alamdari,
Mehrdad. (2023). "Examining the Role of Customer Relationship
Management in the Relationship between Customer Knowledge
Management and New Product Development (Case Study: Industrial
Companies in the Plastic Sector),” Journal: Organizational
Knowledge Management, VVolume: 6, Issue: 3 (Serial 22), pp. doi: 81-
118. 20.1001.1.26454262.1402.6.3.3.8. (In persian).

5. Ranjbarian, Bahram; Rashid Kabli, Majid; Sanaei, Ali, and Hadadian,
Alireza. (2012)."Analysis of the Relationship between Perceived
Value, Perceived Quality, Customer Satisfaction, and Repurchase
Intention in Chain Stores of Tehran,” Journal of Business
Management, Volume: 4, Issue: 11, pp. doi: 55-70.
10.22059/J1IBM.2012.28613. (In persian).

6. Seyfollahi, Nasser, and Movahed, Seyyed Mohammadreza. (2022).



YAS | 01y 5 i &) S g San Ob ik 5315 e 3,85 9 b ol b 150 Juke 41,

"Analyzing the Effect of Customer Knowledge on Improving Service
Quality in the Hospitality Industry with the Mediating Role of
Customer Relationship Management,” Journal: Public Management
Research, Volume: 15, Issue: 55, pp. doi: 155-178. 10.22111/
JMR.2021. 38250.5456. (In persian).

7. Taheri Kia, Fariz, and Maschi, Mehdi. (2011). "The Impact of Retail
Communication Efforts (Direct Mail, Preferential Behavior, Tangible
Rewards) on Consumer Behavior Attitudes at Hyperstar Stores in
Tehran," Journal: Public Management Research, VVolume: 16, Issue:
62, pp. 121-135. doi: https://www.magiran.com/p1294815. (In
persian).

8. Walker, C. O., et al. (2004). Marketing Strategy: A Decision-Oriented
Approach, Translators: Seyyed Mohammad Erabi and Davoud lzadi,
Tehran: Office of Cultural Research. (In persian).

‘LS"\T.‘:";'T ol (il (LS nf))\,.ﬁ.v PP TS Y- DC e I -y TR ) o o.l' 4 Sl
Co s Slaflles Y 55 Cmio 53 0L b iils Sy e 3,50 55 b el b 5150 e 1,1 L(VF ) Lol
DOI: 10.22054/jims.2024.80867.2925 .YAA-Ybb «(VE)YY ¢ xio

Industrial Management Studies is licensed under a Creative Commons
Attribution-NonCommercial 4.0 International License.



